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Foreword

The Al curtain has been raised.

In the initial 18 months following its emergence in late
2022, much of the discourse around this technology
centred on unearthing and poring over its potential.
That discourse has moved on significantly as 2024 has
unfolded and we’re beginning to see brands pushing
past proof of concept and showcasing the tangible
business value it can deliver. It’'s possible now to draw
connections between Al and customer experience

ROI as organisations scale their investment and their
use cases. Al tools are maturing quickly, crossing that
nice-to-have threshold into must-have territory: Indeed,
enough success stories are coming to light that
boardrooms harbour heightened expectations around
their fiscal impact and the clock is ticking on CX
leaders to implement them and utilise them to activate
enterprise-level strategies.

This pressure — this impatience — from the top is creating
a raft of challenges. Big ones. On several fronts.

Many businesses are not fully equipped to roll with
Al yet. It has only been one to two years since a
significant number of these Al solutions came to life
and the complexities of bringing nascent technology
to market are multifold. Particularly technology so
unprecedented in its disruption as this. There are
holistic business considerations. There are technical

considerations. There are data considerations. There
are workforce considerations. The landscape is so
dynamic and fast-moving that it is difficult to keep pace
and establish the strong, robust, and resilient digital
frameworks that are required to ready an organisation
for an Al-based transformation.

On top of that, the very nature of Al — especially
generative Al — is such that there can be no half-
measures around implementation. It needs to be a
case of considered and deliberate Al deployment from
the get-go. Brands must incorporate a comprehensive
risk analysis into their Al journey; one that involves
legal teams and technology teams to ensure the
models and the algorithms adhere to regulatory
principles and social and cultural conventions. The
perils associated with adopting this technology
without rigorous protections in place have been well-
documented — brand reputation is on the line, and in
an age of waning consumer loyalty, such a thing can
be difficult to re-establish.

The prospect of working with Al is nigh-on
overwhelming then. But looking the other way is not
a feasible option either given how integral digital
innovation is for businesses today. Al looks primed
to play a decisive role in the future of customer
management and all the various domains that fall
within that. So, just how are brands getting started?

Where are they investing in Al technology? What
impact have existing investments already made? How
prepared are their respective workforces? What are
their biggest concerns around Al integration?

This report offers some answers.

Based on insights gathered from a survey of more than
100 customer management executives from the CCW
Europe community, it provides a broad picture of a
perpetually changing, highly nuanced space.
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Methodology and Demographics

To understand the role and impact of Al on the customer
management landscape, CCW Europe conducted a
survey of 100+ thought leaders from the CCW Europe
community. All pioneers in their respective fields
spanning customer care, support services, customer
operations, customer insights, product management,
and many more, the respondents collectively came
from a range of companies of all sizes plying their
trade across all the major industries including financial
services, healthcare and pharmaceuticals, hospitality
and travel, retail, automotive, telecommunication,

energy, and government and NGO services.

This is a snapshot of the respondents’ job titles:

» Chief Customer Officer

» Global Vice President of Customer Experience Core CRM & Customer Data

» Global Head of Customer Experience

» Global Lead of Marketing & Customer Experience, Head of Customer Services
« Vice President of Customer Service

« Customer Experience and Engagement Director

« Head of Customer Engagement Solutions

« Vice President of Digital Development and Customer Experience

« Head of Customer Data and Measurement Science

» Global Customer Success Director
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1. Boardroom Priority:

It's plain to see: Al is spurring a revolution in
customer management.

No longer is it a topic of conversation solely for
business analysts, data scientists, IT teams, and

the like; Now it's consuming boardroom meetings

as senior executives come to recognise it as an
immediate competitive imperative. A massive 73% of
respondents report that investing in CX-focused Al
technology is high on the agenda of their C-suite, with
more than one-fifth (21%) saying it is “very high”. Only

15% report that it represents a “low” priority for their
leaders and a mere 1% declare it is “very low”.

These findings are stark.

They reveal just how fast this technology train is
moving. Rewinding just one year, conversations around
Al at the top table were still inherently primitive — it was
nothing more than a point of reflection for the future.
Most business leaders were content to sit on the
metaphorical sidelines and watch how the landscape

developed. They wanted to distinguish reality from all

the sensationalism: They wanted substantiation around
whether it could enhance customer interactions and
subsequently drive greater customer experience. Now,
there is a real fear of missing out as they peer over the
fence of those few forward-thinking early movers who
didn’t sit on the sidelines and glimpse what’s possible
when the technology is leveraged effectively. Al has
captured attention comprehensively.
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Certainly, many of those who did adopt the cautious,
hesitant approach have since become fast-followers.
Just over half of all respondents (54%) have already
invested in CX-focused Al technology and many others
are well on their way — 30% plan to deploy a new Al
tool within the next six months; 24% plan to do so
within 12 months; and 28% plan to do so within two
years. Just 5% have no plans to invest at all. In short,
there is an Al cascade. More and more organisations
are putting Al into production and getting their pilots
off the ground, and that means more learnings are
on the horizon. Al-related best practices are still
somewhat few and far between and so everybody is
actively — keenly — looking for guidance on how to

extract value from Al functionalities.

How high on your C-suites agenda is investing in CX-focused Al technology? Have you already invested in CX-focused

Al technology?
21% 17% 35% 12% 6% 8% 1%

50%

0%
Very high High Moderately Neither high Moderately Low Very low
high nor low low
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For some organisations, the benefits of Al investment
are emerging surprisingly quickly.

One in nine (11%) say that Al tools have (up to this
point) had a “significant positive impact” on revenue
generation, while 25% say it has had a “moderate
positive impact” and 28% say it has had a “minimal
positive impact”. Not one CX leader reports any
negative effects. Of course, it is to be expected that
only a limited number of organisations are reaping the
truly needle-moving returns at this time, given how
new this technology is. Even those early movers are
still in the preliminary stages of their Al journey and
exploring its possibilities. What’s expected, though,

is that as these organisations continue to refine their
Al strategies, scale them across different functions,
break new ground, and deepen their integrations, the
prospects of transformative growth will increase.

Within what time frame do you anticipate your business will make its next investment
in CX-focused Al technology?

30% 24% 28% 13% 0% 5%
50%
0%
0-6 6-12 12-24 2-5 5+ years No plans
months months months years to invest

To date, what impact has CX-focused Al technology had on revenue generation at
your organisation?

11% 25% 28% 21% 0% 15%
50%

0%

Significant Moderate positive Minimal No impact Negative No investment has

positive impact impact positive impact impact been made
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Adoption of Al is spiking, then. But just where are
brands spending their dedicated Al budgets?

Most are currently focused on using it to solve
reasonably simple tasks or workflows. A fraction more
than one-quarter (26%) convey they are concentrating
on “basic Al” operations that enhance simple
interactions and transactions and remove friction for
their teams and customers. Two in five brands (39%)
are going a little deeper than that — utilising more
“everyday Al” technologies that work to improve
simple customer journeys throughout the funnel. And
that is the most common active use case right now.

Beyond that, 15% express they are investing in
“advanced Al” for complex customer journeys where
automation plays a greater role and the goal is to
proactively address customer problems (rather

than react to them), and 9% report they are all in on
“transformative Al”. This is the type of Al that solves
problems and anticipates customer needs before

they are even articulated — it is next-level Al-powered
support that can ultimately transform core business
capabilities and create entirely new best practices in
customer service. Naturally, Al on this scale comes
with greater costs and greater organisational overhaul,
but the potential for it to deliver real competitive
advantage is evidently enticing enough for the bravest
CX leaders to take the plunge.

The industry will have watchful eyes on how those
transformations play out.

What level of CX-focused Al technology is your organisation concentrating on?

26% 39% 15% 9% 11%
50%
0%
Basic Al: for Everyday Al: for Advanced Al: for Transformative Al: for No focus on Al
simple interactions or simple customer complex customer complex customer journeys
transactions journeys journeys across entire workflows
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2. The Readiness Factor:

As organisations look to capture and take
advantage of Al-driven opportunities, significant
roadblocks lie in wait.

Whether indeed the goal is to embed that “basic

Al” to improve the most straightforward transactions
or employ more revolutionary processes that will
reform the way a business is run, it is mission-critical
to align and characterise all the elements that
buttress an Al transformation.

That begins with holistic business readiness.

For Al adoption to be valuable (and viable) in the long-
term, organisations would be wise to craft an Al vision
statement; they need to clearly define the principles
fueling their Al journey. Is the desire to pursue
customer-facing Al? Is the intention to use it to better
equip internal teams? Is the goal to use it to drive
productivity gains or drive savings? Is the emphasis

on agile implementation or robust implementation?

Those are the types of questions that Al leaders need
to be formulating and answering. This will help put Al
guardrails in place and ensure that everyone across
the organisation is on the same page — from the
C-suite, to middle management, to the agents in the
contact centre with their hands on the technology.

Al in CX: The Practicalities of Implementation
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Only 12% of CX leaders report that the principles
governing Al adoption in their enterprise are highly
developed with 44% and 32% saying they are
“moderately” and “slightly” developed respectively.
Twelve percent convey they are not ready at all. So,
there’s work to do across the board.

One best practice organisations can adhere to
around establishing their Al principles is to ensure
the conversations around what they look like are
consolidated centrally. The actions and decisions
required to first implement, and thereafter scale, Al
must be grounded in transparent collaboration across
disconnected and disparate teams — legal needs

to be involved from a compliance and monitoring
perspective; HR needs to be involved from an
employee management perspective; technology and
data teams need to be involved from an integration
perspective; finance teams need to be involved from
a budgeting perspective. If all those functions are
engaged in the Al discussion from the outset and
throughout the entire process, then introducing Al will
be just that bit easier.

The numbers also tell a similar story around
technical readiness. Twelve percent of respondents
say their organisation is “highly” mature in terms

of their ability to implement Al technology. Forty-
two percent are “moderately” mature and 37% are
“slightly” mature.

10

Business Readiness: How developed are the foundational principles governing Al
adoption in your organisation?

Highly 12%

Moderately 44%

Slightly 32%

Not at all 12%
0% 50%

Technical Readiness: How mature is your organisation’s ability to implement
CX-focused Al technology?

Highly 12%

Moderately 42%

Slightly 37%

Not at all 9%
0% 50%
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Since Al hit the mainstream, new Al-based tools have
been exploding on to the customer management scene
with remarkable regularity. At the same time, many of the
established technology software providers have been
busy incorporating their own proprietary Al-powered
models into their existing technology stack. This has
created a huge playground for brands looking to make
their first foray into Al. And that in itself raises an issue —
navigating such a rich and complex ecosystem can be an
all-consuming process. To do so effectively, brands must
embrace a clear, consistent, and informed approach.

Finding the right vendor is crucial to Al success.

And CX leaders are undoubtedly living in a land of
opportunity. Supply is most definitely meeting demand,
and with a partner invested in their vision, they have a
means to reimagine their business.

Closely intertwined with technical readiness is the
imperative for CX leaders to grapple with data
readiness as well.

Indeed, establishing absolute data security is a major
constraint on extracting value with Al — particularly
generative Al. The age-old aphorism that garbage in
equals garbage out when it comes to data has never
rung truer than with this technology.

Less than one in 10 CX leaders (8%) feel their data
frameworks are “highly” robust and solid enough to
serve and support their Al use cases, while 49% are a
step behind, reporting they have “moderately” robust
infrastructure in place. That leaves 43% still a long way
off the pace facing considerable challenges. And this
is not an area to be left wanting, given the implications

Data Readiness: How robust are the data frameworks upon which your organisation will

build its CX-focused Al strategy?

Highly

Moderately

Slightly

Not at all

8%

49%

35%

8%

0%

"

50%

affiliated with supplying Al algorithms with data that is
nothing other than ethically sourced, clean, fresh, and
accurate — think: inadequate outcomes for customers,
flawed recommendations, security breaches,
confidentiality breaches, and intellectual property
infringements, to name just a handful. None of which
are a good look.

Needless to say, Al is no ordinary technology and
therefore the approaches to maintaining high quality
data must not be ordinary either. Businesses should
look to expand their datasets to safeguard against
bias and ensure everything is thoroughly labelled
and clearly indexed to enable optimal prompt
engineering. It's a process that demands constant

review and iteration.
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On the flip side to all those business deliberations

is the human element. The workforce. The people.
Understanding the scale of Al-based change, and the
level of impact it will have on employees, is a key point
for business executives to address. Indeed, even if
every technical and data consideration was taken care
of, a lack of skilled personnel could seriously hinder
the effective deployment and management of Al
systems aimed at improving the customer experience.

Interestingly, this is the area in which brands are
seemingly least prepared: only 6% convey their teams
are “highly” equipped to handle this technology.
Reskilling, upskilling, and professional development
programmes have long been a central part of business
culture and talent management strategies, but they
take on new meaning and new emphasis with Al. This
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technology requires a fundamental rethinking of what
such initiatives look like — Al is more than just a tool to
be used; it's more akin to a colleague and collaborator
that needs to be steered in the right direction. The
general sentiment across the customer management
industry is that Al won’t intrinsically replace humans,
but humans well-versed in Al will more than likely
replace humans who are not. It’'s important, then, that
businesses are forward-thinking and proactive with

Al training and continually evaluate (and upgrade) the
support they provide employees.

A big part of that is building a culture of psychological
safety into the enterprise.

Any form of Al transformation will create organisational
and operational disruption, and with disruption comes

deep uncertainty. That deep uncertainty will naturally
lead to a feeling of unease amongst employees

and consequently they may be less inclined to

take big risks, ask the hard questions, and admit to
making mistakes. In short, they tend to focus on self-
preservation rather than pursuing innovation due to a
perceived lack of security. This is the opposite of what
business leaders need during times of transition — they
need their people to push boundaries and share their
learnings, good or bad. That’s what drives growth.

Psychological safety facilitates that.

And this all ties back to that Al vision statement. If the
workforce has an Al north star, every member of the
organisation will feel empowered to make decisions
that feed into that without fear of repercussion.

Workforce Readiness: How equipped are your team to handle and manage CX-focused

Al technology?

Highly

Moderately

Slightly

Not at all

6%

43%

40%

11%

0%

50%
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3. Al Unleashed:

Modern consumers are an unforgiving proposition.

Dynamic shifts in their shopping behaviour and in

the way they interact and engage with brands today
have turned the customer management function into a
foremost key business differentiator; one that harbours
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the capacity to power loyalty and enhance brand
equity. In a perfect world, consumers would never
contact customer support, but when they do now, such
are their demands and expectations, that brands better
be ready to meet them with tactics and strategies

that minimise friction and ultimately leave consumers

feeling heard and, crucially, valued (and with their issue
resolved).

Al is undoubtedly central to those efforts — in various
guises, in various places.
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Indeed, when it comes to spending on CX-focused

Al technology, there are many avenues of interest

for CX leaders at this moment. The primary source of
investment is improving the customer service function
— a whopping 84% of CX leaders reporting as such.
Behind that, driving business efficiencies emerged as
a top priority as well as boosting agent productivity
and taking better advantage of data. Respondents
are also leaning on Al to increase revenue and
augment their personalisation strategies, while some

smaller segments are using the technology to reduce
employee attrition and stay on top of competitive
pressures.

In terms of specific Al focus areas, respondents again

indicate they’re looking into a wide range of use cases.

Chatbots and virtual agents come in as the most
common application, with self-service automation and
automated workflow management tying for second.
There is also a significant number of brands tapping

into Al to generate sales and marketing content and
deliver better experiences via video chat.

Altogether, these responses indicate a strong desire
among many companies to unleash Al across multiple
domains of their contact ecosystems. By doing so, they
aim to usher in a new era of productivity, transforming
how they operate and connect with customers on a
large scale.

What are the primary drivers for increasing spending specific to What specific areas of Al are a focus for you?
CX-focused Al technology? (Respondents could select multiple answers) (Respondents could select multiple answers)
Improve Reduce Boost Augment Chatbots and Interactive Live chat/ Self-service
customer employee agent personalisation virtual agents voice video chat automation
service 84% attrition 24% productivity 49% strategies 33% 68% response 20% 27% 56%
0000000000 0000000000 ee00000000 e0e00000000 0000000000 0000000000 0000000000 ee00000000
e0o0000o0000 e0o00000000 e000000000 eoeo ee00o00o0000 e0o0000o0000 °
o000 0000000000 0000000000 eoeo (XXX NN} °
e0o00000000 eoe eoeo °
000000000 eoeo °
eoeo eoe0o0o0o0
0000000
0000000000
eooo
Competitive Increase Drive Take better Automated Voice Sales and Other
pressures revenue business advantage workflow biometrics marketing
14% 47% efficiencies 71% of data 49% management 56% 8% content 31% 5%
eeo000c0o0000 e0e00000000 ee00000000 ee000c0o0000 eeo0oco0o0o00 e0e0000o0000 (XXX X
eooo 0000000000 0000000000
e0e00000000 e0e0o0000000
e000000000 °
(XX NN NN} 0000000000 0000000000
e0o00000000 ecoco0o0e
0000000000
°
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Despite all this mounting enthusiasm, though, there
is still great apprehension within the CX community
around adopting this technology. Which is totally
understandable. It is unknown. And the risks
involved are many.

The chief concern right now is implementation
and management costs — nearly one in two CX
leaders (45%) are worried about this piece of the
Al puzzle. And this comes back to planning. Al
costs can quickly soar if organisations haven’t done
their due diligence and baked risk management
strategies into their processes. It is critical that Al
explorers pay close attention to the terms of their
Al partnerships and building the fit-for-purpose
organisational structures required to operate this
technology effectively.

The second most quoted concern is that of a lack
of internal skills or knowledge. And this is interlinked
with those cost considerations. Indeed, since this
technology is still very much emerging and evolving,
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the necessary expertise to handle it might not be
readily available within existing brand teams. This
consequently creates a reliance on external vendors,
or the need for significant investments in training
and development.

Behind these top two obstacles, there are a bunch
of other Al-related threats occupying the thoughts
of CX leaders — these include everything from

data security risks, integration barriers, regulatory
and privacy concerns, building on a disconnected
data strategy, and the inability to pivot from legacy
operating systems. There are also some looking

at the ethical implications of Al deployment and
hallucinations. Collectively, all these concerns are
meaningful and well-founded, and any slips in any
of these areas can undermine trust in Al processes,
both internally and externally, and ultimately set
organisations back as they look to capitalise on the
opportunities out there.

They are not to be underestimated.

What are your biggest concerns around
adopting Al to enhance customer
management? (Respondents could select multiple answers)

Data security risks

34%
Lack of internal skills / knowledge

37%
A disconnected data strategy

31%
Pivoting from legacy operating systems

31%
Regulatory and privacy concerns

33%
Implementation and management costs

45%
Integration barriers

34%
Ethical questions

19%
Hallucinations

9%

Unclear business impact

20%

0% 50%
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Diving deeper into the type of Al that businesses are
using, respondents reveal a burgeoning interest in
generative Al

This technology undoubtedly introduces a paradigm
shift. It represents a huge leap forward from more
traditional, non-generative Al technology and it marks
a fundamental shift in the way humans and machines
work together. In the context of employing agent-
facing generative Al, just 31% are totally inactive in this
area while 13% are in monitoring mode. At the other
end of the spectrum, 10% have already invested in
this technology and are satisfied with their incumbent
providers and 5% are reviewing their existing
partnerships. A further 15% have use cases active and
19% are currently deploying pilots.

Fascinatingly, CX leaders appear to be more invested
in customer-facing generative Al, where the risk to
brand image and brand reputation is greater: Just
under one in four (24%) are inactive and 14% report
to be monitoring the landscape. Twelve percent and
6% are satisfied with, and reviewing, their incumbent
providers respectively. And again, just under one in

four (23%) are in the pilot stage.

To what extent are you using agent-facing generative CX-focused Al technology?

10% 5% 15% 19% 7% 13% 31%
50%
0%
Satisfied with Reviewing Use cases Pilot stage Actively Monitoring Inactive
incumbent incumbent active shortlisting
providers providers

To what extent are you using customer-facing generative CX-focused Al technology?

12% 6% 15% 23% 6% 14% 24%
50%
0%
Satisfied with Reviewing Use cases Pilot stage Actively Monitoring Inactive
incumbent incumbent active shortlisting
providers providers

Al in CX: The Practicalities of Implementation



The natural focal point of Al innovation within the
customer management framework remains the contact
centre. For obvious reasons. It’s the first port of call for
customers when they need something.

CX leaders are utilising Al in several ways to improve
the service it offers customers when they do reach
out: The most prevalent solution is agent assist, with
36% of respondents declaring they have that use case
active right now. Technologies pertaining to intelligent
call routing (34%), self-service (32%), conversation
analysis (27%), and agent productivity (22%) are also
widely adopted. Thirty-one percent have no use cases
currently active.

Each one of these technologies works in different
ways but they are all designed with one goal in mind:
To foster deeper, better, quicker, more memorable
engagements. Meeting the needs of customers is
getting harder and harder (and harder), particularly in
their times of need. Al-led solutions are proving to be
an effective counter.

The potential impact of generative Al applications
is untold.

Their capacity to understand and interpret unstructured
data sets and then transform them into action items or
recommendations for either agents or customers is a
game changer for brands. In short, it is unlocking entirely
new functionalities and opening the door to massive
efficiency gains. And that is an exciting prospect.
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What Al use cases do you have active in the contact centre?

(Respondents could select multiple answers)

Intelligent

call routing 34%

Quiality
assurance 14%

Final words

Smart
handover 12%

Conversation

analysis 27%

Self-service

32%

No use cases
. [
currently active 31%

The narrative around CX-focused Al is one of bold innovation.

Agent

assist 36%

Other

2%

Agent
productivity 22%
0000000000

Companies willing to invest in, and experiment with, Al are setting the stage for the future of customer

experience — one that is more dynamic, personalised, and responsive than ever before. The landscape

is being reshaped in real-time, with Al as the key differentiator. Those who lead this charge will not only

redefine their customer relationships but also secure their position at the forefront of their industries.
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Practicality Guide

For decision-makers, it’'s no longer a question of

whether or not to invest in Al. It's how to apply it.

Fifty-four percent of CX leaders have already invested in Al-

driven CX solutions. The technology’s promises are enticing:
faster issue resolution, richer journey maps, conversational
queries and accelerated insights are all expected to

streamline CX operations and improve customer journeys.

Before CX leaders can begin to realise such benefits,
they need to have a strategic Al implementation plan
in place. With innumerable use cases and shifting
regulatory standards, it’s critical to establish clear

objectives ahead of time to safeguard the investment.

How can organisations safely introduce Al in a way
that will get the most out of the technology? Align on
four considerations before getting started to protect

the programme’s long-term success.
1. Keep the customer first
CX leaders must lead with the problem to be solved

rather than the tool to solve it. Al should be introduced

only after assessing areas for improvement within the

18
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customer experience. The key is to address business
needs strategically instead of taking a scattershot

approach for a more controlled Al implementation.

Start by identifying customer needs. Leaders can
pinpoint opportunities to target with Al by asking the

following questions:

> What are the strategic goals that the CX team is
working to accomplish? Are there opportunities to

meet them in less time by introducing Al?

> In which areas of the team are resources sparse?

How could Al supplement the need?

> Where does friction surface in the customer journey?

What are the most common pain points, and how

can Al help overcome them?

Preserving a customer-centric perspective helps focus
Al use cases on improving CX so that implementation
efforts yield positive business outcomes. If the
organisation is grounded in its strategy before taking
the first steps, there is a greater likelihood that

integrating Al will be a smooth process.

Al in CX: The Practicalities of Implementation
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2. Start with clean data

Al output is only as good as its input. Many
organisations report encountering challenges in
Al implementation from a lack of clarity in
underlying data. Using clean data is essential for

yielding usable results.

To avoid unreliable results, focus on quality over
quantity. Data needs to be clean, structured, and
accessible. Root out inaccuracies and biases before
feeding an Al model to prevent it from producing

skewed outputs.

CX leaders can prepare for a safe Al implementation
by investing in better data management. Research
predicts that 75% of organizations will have
established a centralised data and analytics centre of
excellence by 2025. Such an initiative goes hand in
hand with successful Al application, as improved data

practices directly support accurate outputs.
3. Prioritise compliant processes

Al is still in its infancy, and privacy standards are
constantly evolving alongside the technology. CX
leaders aren’t the only ones closely examining

its implications — regulators are also taking a
strong interest in the potential ethical and legal

consequences of Al.
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Consumers are generally apprehensive about how
companies will use their personal data to advance Al
and tend to support increased federal regulation to
protect their privacy. Businesses preparing to roll out
Al programs can’t treat compliance as an afterthought.
Building it into the early stages of the implementation
to follow existing rules helps businesses remain agile

as new standards surface.

Bring compliance teams into the picture early on, and
make their task easier by adhering to these

best practices:

> Start with an ethically straightforward use case to

simplify regulatory compliance

> Follow General Data Protection Regulation (GDPR)

requirements to keep customer data private

> Collect customer consent and make opting out easy

before offering services that use customer data

Chatbots hallucinate up to 27% of the time.
Reduce the incidence of erroneous results by
training the Al model to indicate if it doesn’t know

the answer

The sooner compliance considerations are factored
into an Al implementation, the more efficiently new

policies can be integrated as needed.

“Businesses preparing to
roll out Al programs can’t
treat compliance as an
afterthought. Building it
into the early stages of
the implementation to
follow existing rules helps
businesses remain agile as
new standards surface.”

Al in CX: The Practicalities of Implementation



4. Establish a continuous monitoring
strategy

No matter your organisation’s level of readiness,
it's important to assess the performance of your Al

implementation at every stage of the process.

By one survey’s measure, 81% of business executives

are either developing or have already developed

standards around generative Al for their organisations.

But setting up guardrails shouldn’t stop there. Safely
introducing Al requires continuous monitoring to catch

and correct issues as they arise.

Not only does continuous monitoring position
organisations to course-correct quickly when plans go

awry, but it also allows teams to measure incremental

“Constant assessment
promotes constant
improvement. Automating
continuous monitoring
processes supports the
health of an Al programme
by catching potential
issues early and often.”
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progress and document successes to win stakeholder
support. Collect and analyse user feedback and Al
training data to establish key performance indicators
(KPIs) and tally wins along

the way.

Employ continuous monitoring effectively by applying

three techniques:

> Automate real-time data analysis by integrating

cloud-based monitoring tools

> Define KPIs that align with business objectives

before introducing Al

> Establish a cross-functional monitoring team to

measure progress from different angles

Constant assessment promotes constant improvement.
Automating continuous monitoring processes supports
the health of an Al programme by catching potential
issues early and often.

Getting From Could to Should

There’s no such thing as a risk-free Al implementation.
But taking proactive steps to mitigate threats — like

those outlined above — can pay dividends down the line.
Maximise the benefits of Al and minimise room for error

by strategically integrating safeguards into the process.

When organisations lead with the customer’s needs

in mind and exercise caution in handling their personal
data, they can move from imagining what could be done
with Al to confidently deciding what should be done.

Al in CX: The Practicalities of Implementation


https://www.cnet.com/tech/hallucinations-why-ai-makes-stuff-up-and-whats-being-done-about-it/
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Connect With Us
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and Industry Analyst.
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